Introduction

A-Priori Segmentation and Discriminant Analysis
A-priori segmentation is a procedure in which the researcher selects the basis for defining the segment at the outset (a-priori). Thus, in the context of tourism, to start with, tourists would be classified into two or more groups on the basis of a known characteristic of relevancy. For example, tourists could be assigned to groups on the basis of length of their stay (e.g. those who stayed one week or less versus those who stayed more than one week) or on the basis of the type of tour package used, etc. The choice of classificatory descriptor used should be made on the basis of the relevancy of the descriptor to the marketing issue prompting the segmentation study. After the data are collected, Discriminant analysis can be used to identify the independent variables that discriminate best between the two groups of tourists. In addition, the technique derives the weights (relative importance) of the discriminating variables.
Baseline/Post Hoc Segmentation and Cluster Analysis
Unlike a -priori segmentation, in Baseline segmentation, tourists are classified into clusters on the basis of their similarities. Thus, tourists within a cluster are very similar to each other. However, when compared to tourists from other clusters they are different. Baseline segmentation involves analyzing a large cross sectional sample of tourists where data has been collected on a variety of variables, such as psychological, life style, demographic, and other variables of interest. The preferred mode of analyzing this large set of data is Cluster analysis. As distinct from a -priori segmentation, where the researcher knows and specifies the number and identity of the segments, in the baseline segmentation approach using Cluster analysis, the segments are produced analytically.
Systat's Discriminant Analysis performs linear and quadratic discriminant analysis, providing linear or quadratic functions of the variables that "best" separate cases into two or more predefined groups.
Positioning Strategy and MDS
Positioning is the task of designing a company's offering and image so that they occupy a meaningful and distinct competitive position in the target customers' minds. However here, the positioning task is to create a distinctive image for a given destination in the minds of potential tourists that distinguishes the destination from competing destinations. This distinctive image is created largely via appropriate communication messages that target selected market segments. A successful positioning strategy should provide a sustainable competitive advantage to a destination.
Multidimensional Scaling (MDS), sometimes referred to as perceptual mapping, is the preferred tool often times used by marketers for mapping the perceptions of consumers of a set of competing products or brands in terms of similarities and differences on a number of dimensions.
Although sound judgement and experience will continue to play a role in marketing decisions, marketing research and good data analysis will increasingly drive these decisions. Only the most widely used techniques for addressing the specific marketing strategy related research issues were discussed here. 
